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To" determine whether differing attitudes toward, and 
the utilization of, the daily newspaper are related to the variai)le 
of age, *81 persons responded to a qujestionnajLre designed to measure 
their attitudes and ojSinions about mass media in general and their 
. evaluations of 'newspaper content in particular. The f indings revealed 
the following pa-tterns; those respondents .in the 19- to' 2t»-year-oid 
group found television news and entertainment less biased and more 
, interesting than'^tjhat of thfe newspaper, but used the newspaper as an 
ady^ertisinq soured; those in the 25- t6 3t»-y ear-old gro.up tended to 
follow the evaluations' of the younger group with the exception, that 
they turned to the newspaper as a source; of consumer education and 
daily living informa'tion; the 35- to tH»-year-old group plaged greater 
value on the advertising content of the -newspaper thkn did the - 
younger groups and wajs less critical of its news coverage; and' the ' 
three older groups (i^5 to 54, 55 to ^H, 65 and older) appeared to be- 
increasingly less critical than t&e younger groups of "newspaper 
. coverage,* and showed less interest in consumer information than in 
local a nd^ national stories an^ church- aews'. (Fifteen tables are 
appended.) (MAI) ., ^ ^ 
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* A MARKET SEQIENTXtION- APjPROACH " ■ 
, . ' -TO "THE STUDY OF .THE DAILY NEWSIjAPfeR, AUDIENCE — 
INTRODUCTION \ ' • • 

. • >ile a survey of th? literature reveals a gre'at 'number of Vtudies 
*devotQ(l to t^fe. analysis of the newspaper aurfieoce. it a^iso reveals an over- 
.whelming, tendency, ta view this audience ^s a monolithic "„,ass," and to trteat 
it as such ^hen discussing its wants \eeds and desires. Studies such as 
th6se conducted, by the AN^and reported in its publicati-on News Research 
fo/ Better, lilwspap'ersl, and those reported by yournaUs^ ^i>r^ such" as 
.-Rarick's^study of the •'Differences Between Daily. Newspape^ Subscribers and 
Non-Subscribers. •■2- and West ley and Severin's study dealing with the '•Profile^ 
of .the Daily Newspaper Nbn-Reader.''^ tend to provide a better understanding 
of the newspaper audience in general. Howevr. they do not provide the typ'e 

Wghts which, are needed ^n^maUng media buying decisions , dn making 
conductive media management decisions.' . ' i . . 

^ While^the o^r media have been attempting to provide, the advertiser 
■with,mo,r;;;d ^dre specific data concerning the s 1=5^ and composition of their 
audiences by breaking down the audience into both demographic and psycho- * 
graphic segments, the daily newspaper has tended to ignore such distinctions 
and to continue to report audience information only in terms of circulation. 
The president of tlje Televislo^^^ur^a of Advertising ;5as' quoted Recently 
as saying. "Television Is. verji research minded.' Newspapers, knee 'their 




-r 



inception, have b^n selling^pJ^ciVculation al6riisi anrf they don'.t like to ^ 
'^change. are "delighted tljef^^ Part -of the reason for 

this tendency may have Been, due to the f irmly held .bj^lief that the ddily 

newspaper. had been, and wbyld continue to be, thfe principle recipient of the ^ 

largest proportion df the advertising dollars expended for media .time ^nd 

• ■ . ' ^z^'* ■ " . ■ : • . . . 

space .. , ■ " ■ 

Recently this l^elief has bec^tf shaken somfewhdt by evidence of changes 
in the trajiltfional positieh of the daily newspaper vis -a-vis its audience. 
Whil^".circulation continues to»plifflD in most communities, new evidence ' 
indicates that^ newspaper penetration into these communities^has , in fact, 
been declining. This evidence has led media manajgers in many of the major 
metropolitan areas to begin ^to^eek more information- a^out their ^audience-- N 
and potential audience--and 'to. begin to demand resjearch w.hich will providjS ^ 
them withi better ^insights into thejjants, iieedfi anji desires ^h^B? potential 



audience tnejnbers . . o'. ^ 



The data on which thi6 report Ts' based has -been gathered under the 
sponsorship 6f the News Research Center of the American Newspaper Publishers 
Association through a $5000 grant. While the study covered a* much broader 
range of questions concerning the audietlce of the. daily newspaper, this 
^report will d,eal with information relating to market segmentation of that 
audience based on relo^vant age groups.** While d^is b} no means exhausts the 
p^aaibilitie^or meaningful analysis of this 'data, it should provide valuable 



injsights into the significant differences between age groups .and thus provide 
information o-f value to the ad^rtiser and the media manager alike. ^ 

Forf additional information regarding the audience of the daily news- 
paper-/ as Revealed from further analysis of this data, see the report * 
p^blisljed by^ the ANPA Research. Center entitled "The 21-34 Year , Old Market 

■ J /M' . . ^ ■■ 



and The Daily Newspaper, •••^ and subsequent reports ^ be published ts analysis 
9f these datancT)ntinues . 

. . THE PROBLEM ■ r 

. The study was designed to determine whether differences in attitude 

toward, and utilization of, the "daily newspaper couU be discovered within a 
random sample of individuals selected from a majar southwestern metro area. 

, ' ' X ^ ' * •■■ ■ , < ^ . 

using a^fe as the criterion variable. ' ^^^ ^^ ' 

« '•.-■'ft ■ ■. ■ • •. 

" ■ / ; . /-vN;:... . ■ ■ ■ . . I • ■ ■ 

Age was selected as the cr/te^ion variable in th'is firs;: anat^si^ of 

-the data because of the gWng emphasis once a^ain beins ulaced^^n age as an 
• important, vdri'able In audienc^/ segmentation: Studies klich as the- YankeloJich , 
Skelly , and White study . of "Young People and the Newspaper : An Exploratory ' 

Sjudy," and the study, recently complete^, fo^ ^he ANPA' both ha^e called 
attention, to one age group within tiiis larger market. 

While compwisons; such as these are importatit a better understanding 

of this single segment/ mpreV^ is needed which wi^l Enable* the media 

•Inanager and the^ advertiser to compare similarities and dif ferences between > ' 

age groups, to see if trends in perception and utilization of thfe mass media 
can Ve detected. * . ' - 



THE METHODOLOGY ' ■ \ \ 



The first step. taken in the development of -this -study was to\'tdnduct a 

■ • " ' ' \ 

series of focus group Interviews -with a purposively selected sample ofUndivid- 

uals from th/^etro area in wh^ch this study was to be- conc^ucted.^ Thes|. s 
individualTwere' selected, so as to pr6vid6 respondents from the major U^ments 
of the population,. represenUng as many different demographic and psychoLaphic 

characteristics as possible. '( A total of^S individuals parficipated tn tLse 
, ' ' • ■ '1 " 

Interviews; seven males and eight females. The interviews wei-e conducted ;in 



in .two s'ep'arate sessions Wnd were held in the facilities of an independent' 

* ' • ^ . ■' ■ 

' . research- firm* Both sessions were recorded on video and audio , tape for Iqter 

. ■"■ ' - • ^ ' ^ ^ • . • ■ 

^- analysis. , • ^ 

. . During^ the tyo, twd-and-one-half hour sessions , the moderator elicited 

^' . , • •• ' ' - ' . 

informatioA from th&^subjects concerning their attitudes toward and u^e of the 

-" major media of mass cotnmunication--newspapers , radio, television and magazines^ ' 

• • " b' ' ■ • '••■'"■■■■'( 

,Ati^no time were. the. sub^jects alerted to the fact that the primary thrust of 

the interview was to gain i^shghts into their attitudes ^^ard newspapers, ^ 
specifically. x ^ ' ^ . ^ 

Based on the information gained -from analysis of these in-depth inter- 

views, a structured questionnaire was developed. This questionnaire was designed 

. k ■ , , 

-to. gain maximum information about a^itudes toward, and stated use of, the 

major mass media--especially newspapers.^ Aftier extrensive pr^s ting and re- 

vision, the quqfstionnaire, was aciministered to 500 subjects randomly selected 

from trie ijopulation of a major southwestern metropolitan area. ^ ' ^ 

This secpnd phase of the study, was conducted by an independent research 

firm. Subjects were personally interviewed by trained, paid interviewers. 

. The questionnaire was administered as part of a larger study being conducted 

regarding consumer behavior and media i|sage. f 

" '\ ■ ' ^ . 

• Of" the 500 rii^dividuals interviewed during the sunnper and fall of 1976, 
481 usable questionnaires we"re returned. Initial analysis of the'data revealed 





the following breakdown pf the sample based on age: 



Table 1 About Here 



» : i;o.r the purpose of . this sj^dy, two broad categories of qpe^tions were 
included In the questionn^re: (fi media perception questions designed to 
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determine the opinions and attitudes^heid "by respondents toward the mass media, 
and .(2) newspaper content questibns designed to determine what Respondents 
look for ih the newspaper. ' " • ' 



FINDINGS^ 



;: . . When, asked to rank 24 sta|tements relating to their percetpion of the 
performance of the'mapX^ia. the subjects i,n this study'^aled the follow- 
ing patterns based on agie.X^ble 2 shows the ranking received by each of the 
statements ;afeross each of six a^^-cat^gb^ies. ' ' 



Table 2 About He.i^e 

19-24 Year Olds > - ' " . ' 

^ Table 3 shows -the statements which ranked highest' and Wst from amoung 

the 24 perception statements for subjects in the 19-24 year old age group. ' 



Table 3 AbQut Here. 



This group tends "toVturn to television for both its news and entertai,n- 
ment. They generally- like what th'ey see on television and a;e not concerned, 
that television ne4 is too "brief and .sketchy . " On the other han^. while' ^ 
they feel that the newspaper does a good job of covering the news they are 
..interested in. they also suspect that the newspaper tends L "cover up" stories 
which they feel should be reported ; that" they are "slanted and do not present 
both Sides of contriversial issue's," and that, the are "controlled" by local, 
advertisers. While they feel they are "getting their money • s worth!' from the 
newspaper; they are not willing to pay more for it. ^ 

Perhaps the two most revealing statements are those which deal with the ' 
• advertising content of newspapers and\elevision. This group stropgly disagrees 



with th'e idea that '*advertisi>ng in the local newspaper is of little val^e and 
irritating,'! but they also strongly disagree with the statement *that '*if fev 
stations would cut oiit all advertising I would* fiStd^ them less useful.'' This, 
and information to be discus^se^d later, tend'ii to indicate a strong reliance^ on 

* 

the part o,£ this age group on'^ihe newspaper as a source of shopping Information 
25'-34 Year Olds ■ ■ ^ 

•Jable 4 shows the statements which ranked highesG And lowest for indxvid 
uals between the ages 6f 25-34 years • ' , * ^ * 



Table 4 About. Here 



Whil^ this' gx^p also turns to television i^or its news aild entertainment 

i| is not as strongly dependent uponVteleyisipn as it^ source of information. / 

However, this group seems to be much more concerned with the perceived- shoirt 

4}pmings of the- newspaper than does the younger group, ?Th,ey, for sample, are 

more concerned over "slanted" news and ''cover ups" by the newspaper, and ^re 

less apt to look at only tl;e comics and feature stories, in the paper. 
\ . , ' ■' : 

Again it is the advertising related statements whichseem to be/the most 

revealing for.thiff age group. They tend to perceive newspaper advertising as 

more useful than television advertising. For example, they strongly agree 

with the statement "if newspapers would cut out all advertising/I would find 

them less useful," while strongly disagreeing with a similar statement about ' 

* / 

television advertising. They also disagreed strongly ^with the statement "I- 
find advertising in the newspaper to be of littlfe value' and Irritating'.!' ^ 
35-44 ..Year Olds ' / 

* V ■ • ■ ' . /• 

The statements with which this age group most strongly agreed and dis- 
agreed are shown in Table 5. 

• S ( — ^ 



■ V - 



1 . '/:'■ 'l:' 



; that "if '^^^^^ilgm le^-s/;.': I 

' ^ in the. ite^^ll^^^^^^ 

value and ■ irifitailng;;!:*:'':;VV ■ ' ^ ' ■ ' • ' ' /' >■^'■•/'■v■' 

While th^^/^^^pup^lea^^^^^^ the newspaper 'for' lioth heW^ attd fo/'^ 

adv^tising, it:|fsiiir -.he perc^ve^ pt^en.^ of nUpap« 

covera^v They agr^e^^that the newspaper 
\which they ar^ interested, but also agree that they ^eel: newspaper is 
^^slanted" in covering contr-overflial" issues . ^ 
45-54. 55-6 4 ^nd Over 65 Age Groiip / ' - ' - 

The re^ainitxg three age groups hold, very similar vi^ws regarding the 
^ 'perforn^nce of the media/ In general' they are much more sa'tisffed u£th the » 
. -pelrfprmance of the newspaper and much iess dependent upon television for their 
^ n^sws than the younger age groups. Statements with which these individuals 
most strongly agreed and disagreed are shown in Tables 6, 7, and'8. 

Tables'"6,7, and 8 Here" 



^ ^ All three' of these groups |eel ^hat ••the newspaper I read, does a good 

Job dr- covering -news that P am interested in.'^ ■a.d that "newspapers adequately^ 
serve the needs of the various' minorities .in this community,^ They are still 
concern^ over '"slknted" news in their newspaper ihd over the amoun^f of ' ' 



; -. Media ^ Cdrrtieiit^! ' ' /' :[■ J- i^"-^ • ' /^'^-^ '^r^-^'^ ''^^ 

' " •. WKen:- the''subj-ec:is;/in- .^^^^^ wer> ais'kejl-';^^^-^^^^ x^'gari^:/-' i'V/^ 

. ■ the typj^ of content' fe^ . 
the ••folii:pwi!ng;-age V 

.-each', statement .acre's^, the ; alx^ age^' groups v''^- : -■^V:'/^*''"■v' ■■ /•^v-^)''^ 'v'/^^'V^^ -V'- 



J ; : ^ Table & Aboiit ^re 



V 



19-24 Year Olds ^ ^ ; ./^ ; ^ 

: : The youngest vage* group In the study ^^^w^^ mote .nWsV 

• : ^ ■ , . • ■ • •■ ■ ' ■ . ■■ ■;* ': ; ': '■ : ■ '■ '■ 

and advetr tiding,. ^w^^^ oriehtatlon as can b;e sjeit f:rbm lablk.XO'. 



; ' ' .v^i* T^ble^iO About Here 



4 



This group wants ads and. stories, about produ^:ts and events of Interest 
to them; entertainment adveiftising such as movies, plays /.etc. , and movie 
reviews and schedules. They^ als(^ seek out the entertaining feature storiesln ^' 
tlie newspaper and the "how-tb-do-it articles." ^ 

This group is least interested in stories about spectator' sports, hurtt- 
ing and fishing, club news and. "society** news. ' ' ' 

25-34 Year Olds 

J ■ * 

As can be $ee^ in Table 11, this age group has a different set ai 

priorities and interests when f:hey turn to the daily^newspaper. ' / ' 

10 ■ ^ 
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■ Table' 12-: About ifere;^ ' '///v 



V ' ^l«o :want ormtion-^lvicli ::w^n;.ifi.^^^ ^ ' 

living, consumer %nformaj;ion/ad^^^^ " ^ 

^ ^^r^to them, stories about schools ^d^educ^^^ ; 
and local events are high on their list -' ' /' -\ I : , l--"'. ; . 

- , ^ They are t. intere/ted, fn . "society" 'neWs '^^^^^^^ 

- : :^iif^^^^ ^^^^ very • ' . ^ ' 

: interested in. grocerm^^^ • • ' ^ 

45-54 Yea/' Ol ds ' " V" ' : ' / : , ' ' 

as do the.tw<^ a^gr^^^ P"^i°"«ly. as indicated in Table 13. . 



3-. 1^: ■•-•/•::•••:• 



. .■ .V-/ 



7■•• 



; hints j arid 
■Interested 



&Si?^iv^;^^$?V^-^''^'^ f Th^jr 'rfre ■ -less ;lntere 

• A":';^ "^^^^^tf?^^ 4^4.^crimp;j^^^niy^ , v'thatj: the -younger 'grQui)S> ' ;. ' . ' • ' ' ' ' '" 



■ . : ' - . "^^^^^ a4 ihdloates more' almilari^Ge^ - than 4if fex^nces . betW^.^^^^ age C • 



;fTa^e• M About He rt^ 



. . :; One nmjor difference in. ihe <ype of 'coiftent. of gr'eatestv internet': ^^^^^^ 



: events Jov^r all other types of stories..^ T^^ 

• :.8ra^p:i^^^ eeek opt^^Lnf prma.tia^ about fhurcHes^aAd . t^^^^^ /. . , ^ 

ir'^-^^vV 'l:'^^^,the^•^5^^ age..groups:v ■ ' -v ^ 



: • \ v. .'^y "® ^^'^^^ interested ii^stdries about^ait'ern life^^l}^/^ ^ : ' 

"society" news and stories about clubs anrorgaJiiations. In general/ however >^ 

th^y vSri:yM3}:;j9imMar ta the tKree preceding . groups. / 

Ovet? 65' Olds v - ' " ' v, . . • ^ • V :■ 



. , Of :'an the ^g^^^ included in this, s tudy the v^ery Voting and the S 

ry j^d have tl^Vmost divergent tastes a^f^r as newspaper 'c^^^^ con- ' 



cemedy^ as indicated iji Table 15; 



Tabic 15 Abm^ llttrc 



fl¥*! **^^^'^°'^Pi first and then 
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^€6j,,^tori^s about churches and religion, and schools^nd education. They are 

.nuch le.r interested in con.^,^g^.....„.ion than .any" of the other ago groups' 

and are more intVreste-' ■ . ' 

: ormation, recipe^ and cookii#>* ls. 

advice columns and let _or 



SUMMARY AND CONCLUSTONS 
^In atl^empting .to detennine whether age can be useful as a means of 
discovering differences between various subsegments af the neWspape, a-dience. 
several irpportant findings have surfaced. ' ' , 

First it becomes more evident that the younger individuals (especially 
,tho.se, between -19-24 years of age)' have considerably different attitudes toward 
newspapers than' do the older individuals in this study. These young .onsUmers 
tend to turn more to television for both their informacion and entertainment". 
They also- tend to be sus-.icous of newspapers because of perceived bias in the. 
treatment of the news content and the perceived tendency to "cover up" stoVies^ 
which they "feel should be reported. 

^The one reason why the members of this age group use the news^^aper is 
for the advertising content. They feel newspaper advertising is useful and 
not aearly as irritating as television advertising. They say they wou]^ find 
the newspaper less useful if the advertisements were left out^-but the same 
is not true for television as far as they are concerned.. 

The type of content this group is moife^terested in seeing in the . 
daily newspaper is predominantly enter tain-nent-oriented news and advertising. 
They look for ads about products of interest to the.; entertainment advertising 
for movies and plays; movie reviews and schedules and stories about lot:al 
events. They are also very interested in inforn,.Uon whiih will help ahe.,. 
cope With the problems of daily living such as how-to-.o-i. articles. con..,.er 
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inforamtion dealing with how toshop'for the best buys; arid- detailed background* 
stories on coQiplex events^^ l / . 

In comparison, the older age groups tend to ^ave a much mOre positive ' 
attitude^ toward the newspaper ^-^d ' . for more and more of their 

information as we move ^loi. 7,roups'. Members' of the 25-34 

year old group 'still tend tb turn 'to television for pheir entertainment and 
iiifonnation, but not as completely as^the younger individuals. This age group 
also harbors many of Che same doubtis about the "objectivity'' of the newspaper 
as* does^the younger group. They feel that it i^ b^iased; slanted;' and tends" 
to cover up stories. which should be printed. They, however, like the younger 
individuals, feal that the new^aper is tjie best sburcef' of consumer information 
in both its 'news an.d advertising content. They f ind i^ewspaper advettising 
helpful and would find the newspaper much less useful if it left out all adver- 
tising content, - . 

o •• • . , 

They type of content most preferred by this age group concefftrates 
heavily on information which will help them solve their problems of daily living 
They want more consumer information; how-to-do-it articles; gardening infor- 
mation and stories about schools and educatior^;. local^and national events, and 
detailed* bacicground information on complex issues. 

In moving from the 25-34 year olds to the 35-44 year olds, it becomes 
evident that while the two groups are very similar in their attitudes coward 
Che newspaper, the advertising contenc becomes even more imporCanc for ihe 
older group. They are much more in search of advercising conceuL in the news- 
paper, and much less colera'nt of television advercising. They are also icba 
critical of che performance of the local newspaper. They feel it may be 
slanted, but in gei>^ral hold chat ic doe^i a good jot> of covering che uewb 
they are Interested in, and in serving Lhe needa ot ch e^^nor 1 ci ea. 1 choii 
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conununity. -r- «. ^ 

. • . ^ . aVe 45-54 year old group is less dependent on the adiertising'coritent 
c^he newspa^er and is also Wh less critical of its performance than any ' 
of the younger -age group.. .They are Concerned about the bias and slanted - 
trea^.nt^of . - issues „ but feel that the Newspaper is still doing 

^ "^"'^ '^'^^y "^'^t^ to read. The same' is true of .the 



a good job o 



55-64 year oLds 



> 
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Of ill of .Ae groups those ov.r 65 are the least critical <,f tha' 
newapapar. They are apparent^, satisfied with tha^ay It ha„au. tha'„e„s, 
. a„i while they feel the I'ocal advarEtta'r ha^a too „ch sa, 1„ what goes 
, into the .paper this does not prevent the» f f o„ accapttag l'; as a, reliable 
. source of information. ' I. 

' When k co.es. to newspaper content'^the old« age grLp. are leas/inter- " 
ested in consumer information. Over-55. interest in consume/ informaZj begins 
to, lag behind interest in content such as local ^.o^ies ; national st/ies ; " 
church and religious news and the like 

What does all of this ,„aa„ k,o the advertiser or to the '^^L „»„agLr? 
TO the- advertiser It should' Indicated that If he Is "still vlawi:g the newspaper 
through the traditional ■Wnollthlcyparspectlve, he .ay need t=o taVe , fresh . 
loo. at the newspaper and the audjt^ce It la reaching. He „ay also wish to 
con^slder the amount and type of lnfor™tl„n about audience sl.e an, composition 
they\,ily newspaper provides for hi™ and determine whether or not It is 
sufficiently usef.l m evaluating the place of the aaily newspaper i„ hi. „..ia • 
schedule. „e ^y also wish to use thj^evaluation a. the basis fir sp„lfic 
suggestions to the newspaper for additions to their l„(o,r»,tlo„ base. 

ao the media manager this may mean that It Is time to take . „..j 
loo. at the content and format of the newspaper product ..t.mpt t„ ..tetmi... 

is 



/ 



how he-ca^i^^o a 'better job of appealing to the various segments of his^ market. 

• • • ■ * 

A review of both editorial and advertising content, as well as the overall 
format. pf the newspaper may be needed in order to find ways to make it more 



attractive to each of fhe various segments. - \' - * 

Tht media manager may also wan t^ to give con^Weration t\i a Wter means 



' ^ewspaper produ^ - ^ ^"^segrneftts of his audience. 

..c^uecj^aiy for him atte- eac^i specif ir /rr . « 

to the amount and t^e of information he provides thrpugh * his newspaper which 
fulfills their specif ic, wants , needs jarttf desires. This may mfean, for example, 
that in ordfr to "^counter some of the skept^icism found in the young adults in 
his pot,ential audience the mjsidia' manager may hav6 fo go' outside' his own medium 
in order to present his^case, • * , % ' ^, ' 

Whi^^e it is possible to generalize ^som'e of the fftidtrjgs from th*is study 
to all newspapers, there is a danger of overdoing it., Eaph newspaper market 
will undoubtedly present its own specific problems which the pedla manager . 
in that market must be aware of; and must be able to consider wh^n attempting ; 
to improve the attractiveness of his newspaper product. 

If the newspaper is to truly ^become a more essential rrmdium for each 
segment of the total^rket then there is a'definite need for a program of 
on-going research in every market-.-research 'designed to identify all of the 
va/rio^s^^arkec- segments and to pinpoint the wants/ needs and desires of each 
of. these segments. ' ^ . . 
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' Tabi^ 1 y Frequency of Age io Sample 



Age Gtoup , ' Male Female 
•' * ' no. y. no. 7. 



19-24 . 18 27.9 43 70.5 

2^-34 . 35 28.2^ 89 7K8 

35-44 . , 30 42.3 ■ - 4i ' ^ ,'57.7 

^5-54 . ' ' , 19 - 29.2 46 70.8 

55-64 38 44.2 48 55.8 

' • * \ " ' ' ' ' ' 

65+ > 26 ' 35.1 48 64.9 



TOTALS i 166 34.5 .315 ' 65.5 

■ / -V; 
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Table 2 



Rank 



ing of Media ferc^ption Statementsjby Age Groups 

^9-24 25-34 35-44 45-54 '55-65 65+ 



V 



Statement 

1. I think the newspaper I read does 
•a good job of covering news^ that 

I am interested In . 

^ • 

2. I think newspapers are slanted and 
do not present bothsid^s 
of controversial issues. 

3. Newspapers often ''cover up" sfories 
which I believe should be reported. 

<iwspapers -;<>ui.u cut out all .. 
ad\iertising I would find them 
less useful,. . . . 

*\ / 
. 5. I think newspapers adequately serve 
the needs of the various minorities 
in this community 

6. ^ think news magazines are 

^oo opinionated 

7. Television often "covers upV stories 
wiiich.I believe' should be reported. 

8. I -find, advertising on television 
of little value and irritating. 

9. Local advertisers have a ^reat deal ' 
^ of control over what is, and what is 

not, reported in newspapers 

10. ^Local advertisers have a great deal 

6f contrpr ov^r what is, and wha^ is 
npt,^ reported On television news. . 

11. I would rather watch an entertaining 
program on television than a news show 

12. 'I generally like wh.it I see on tv. 

13- I read Magazines more for pleasure 
than for information 

14. I tend to agree with the editorial 
views in the newspaper I read 

\5. I think the owners, of television 
stations are just interested in 
^^Klng money and don't really 
caTe about ^hP nAnr^i** 



8 



4 

i 

1 •? 



8 



8 
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- 




12 


. 10 
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stable 2 -- continued ^ 
Statement 19-24 25-34 35-44 45-54 55-64 65-f 



16. The newspaper ,X/readv tends t^S > ^ 

be more^ liberal than my own ^ 
political views 16 17 . 14 15 13 16 



17 • 1 think newsp&pers leave out! ^, 

too much detail irl their stories. . . 17. > 

^ I 0 ut» w^; i i a . ^utouLall ' .* 

^ddver ti^sing I ■wouldf- f ind them' - . » ' - 

less useful. . V;.-;. 24 ^ 19 15 . 18 14; , 14 

19. -1 don't .think t get my money Vs , - ' . - 
•worth from the ne«7spaper I read. . . 11 jl\ 20 20 ^ ^23 10 

20. I think the people j^ho run the 
daily newspaper ate out of touch 

with the peopLe^of this community. . 18 15 22 19 21 23 

21. I think television news 

^*^^is too brief and sketchy 21 20 19 22 17 22 

22. I would be willing to pay more 
for newspapers if they had more 

items that interested me. ^. 20 23 21 23 22 19 

23. I prefer the comics, and feature . 
stories in the newspaper to the 

regular news items. . ....... .15 22 23 24 24 # 24 

24. I find advertising in the newspaper 

to be of little value and irritating. 23 24 24 21 2Q, 20 



Table 3 Media Perception Statements Ranking High and Low, with 19-24 Year Olds 



Statement 



" ' ' " itvu an euLei Ldining program on 
LdLevision than a news program. j X< 

I think the newspaper I read does^a good job ^ 

of covering qews that I ^m inteifested in w .2 

I generally .like what I see on television ^. . . . 3 

I read magazines more for pleasure than , for information. . . ... 4 

Local advertisers have a great deal of control 

over what is, and wha4: is not, reported in the newspaper . . ; . . 5 
I think the newspapers are slanted and do not 

present both sides of controversial issues 6 

I think the people who run. the daily newspaper are out 
|)f ^touch* with the people of this communi ty IS 

I tend to agree with the editorial content 

of the newspaper I read^ 

I would be willing to pay more for newspapers 

if they had more items that interested me. *. . . .20 

I think television news is too brief and sketchy. 21 

I don't think I get my money's worth 

from the newspaper I read ^ 22 

I find- advertising in the newspaper to be 

of little value 'and irritating V .... 23 

If cv stations would cut out all advertising 

T would find them less useful v 
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ibU 4 - ,^ , , catemeni-- - High ai,-- nth 25-34 Year Olds 
■ ^ . ^' L ^ 

Stacement \ R^k 

~ \ ■ 

I think newspapers are slanted And do 

not present both ^ides of controversial issues. » 1 

^ , ........ 

Newspapers often *'pover\ up*'' stories ^ ^ ^ 
which I bielieve ;sh6uld be reported ^. . . . : . . 2 

If newspapers would cut out! 'all advertising < 

I would find them less useful r. . / . 3 

I trhink the newspaper X read does a good job 

of covering news that I am interested it\ ^ .4 

I think news magazines are too dpinibnatedT .5 

I w6uld rather watch an enter taining prdgr^ 

on television than a nevs program. . . . . .... ^ 4 ...... 6 

If tv stations would cut out all 

advertisinjg I would find them less useful. . 19 

I^^think television news is too brief and sketchy. . ' 20 

I don't think I get my money's worth 

from the newspaper I read*. . . . . * , 21 

./ 

I prefer the comics an<^ feature storie& 

in the newspaper to Che regular news litems.. ^ 22 

I would^ be wiJLling to pay more for newspapers 

if they had more'items that interested me ; 23 

I find advertising in the newspaper 

of little value and irritating 24 
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^ rabl4 5 - Media Perception Statements Ranking High and Low .with 35-44 Year Old 

^ . - J 

STATfi^fENT X' 



Rank. 



If newspapers wQwld cut out Jail advertising 

r would find them less ^e|dl; , • >. . . ' • 1 

I find advertising on television* 

to he of little value and irritating . *2 

I think the newspaper I read does a good job . 1 

of covering the new,s that I am i^nterested in. . . . \ . ; . . .-^ . 3 
I thiijk newspapers are slanted and do not • ) 

present both sides of controversial- issues . , , .^Z, ..... 4 

I thinlc news magazines are too opinionated . 5 

I think newspapers adequately serve the needs 

of the, various minoritj^es iq^this community. ............. 6 



I think television news is too brief and sketchy, 

I don^'t think I get my money's worth 
from the newspaper I read 
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.20 



I would be willing to pay more for 

newspapers if they had more items that interested me. 2I 

I think the people who run the daily newspaper 

are out of touch with the people of this community. \ r 22 

I prefer the comics iand feature stories ^ 

in Che newspaper to the regulaj: news stories. 23 

f . ■ 

I find ^advertising in the newspaper' ' 

to be of little value anid^rritating 24 
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, Table 6- Media Perception Statements Ranking High and Low witfi ^5r5fy Year Olds 



Stat^qignt - ^ . ^ ^ ^ Rank 



I think, the newspaper I read doea V « ) 
a good job of covering the news th'at I am interested in 



^ a good job of covering the news th'at I am interested in. . * ... . 1 
Newspapers often* *'cover up" stories * » ^ 

which I believe should be reported. . . . .' i \ . . . 2 

I think newspapers are slanted and do not , * . . '^''^ 
present both sides of controversial issues." 3 

Local advertisers have a great deal of control 

over whaf'is, and what is nop, reported on television' news . : . . . 4 

I think 'newspapers adequately serve the needs 
. of the various minorities in this community 5 

I think n^ws magazines are too opinionated. * . . . . 6 

* * * * 

I tliink the pepj)le who run the daily newspaper: 

are out* of touch with the people of this community. . . ... . .* . .19 

I don't think I get my money's worth 

Jroift the newspaper I read. ' 20 

I find advertising in the newspaper 

to be of little value, and irritat^ing ' 2i ^ 

I chink television news is too brief and ^etchy 22 

' ' ' q 

' I would be willing to pay more for newspapers 

if they had more items that interested me 23 

I prefer the comics and feature stories 

in the newspaper to the regular news storiesi. 24 
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Table 7 - Media Perception Statements Ranking High anii Low widf'sS-^A Year Olds 
Stapement;^ ' ' ' , - ^ ' ' ' . ^. R,nk ' ' 

■ ' \ 1 ' ^ Li— . ■ - 

'^1 Thl»k the newsp'^er I read does a goodNjoS • ' 

^of covering the news tfiat I am interested In. \ i • . 

Xl/ . • \ • >^ " . . V ' ' ' ' ^ ■ 

Newspapers often ''cover up'* stories ^ " 
.which I believe should be repx)rted % 

, r ^ * ■ * 

If newspapers would cut oiit ^11 :advertising • . \ '* • 

I would find thein less useful. . ^ , « x 

^ . ^ ■ ( ■ ■; 

^ I tj^ink newspapers adequately serve the needs / 

Q^the various minoritie's .in t^s community ' L 
\ : - ^ . . -H. . . 

^r^l^vison^ of tqp "covers up" stories * - 

which I ©felieve should >be reported 5 

L ^ \ S - • ' * ^ ^ 

I think news magazines' are too opinionated ' 5 

I thfin^ newspapers leave out too , ^ 

much detail in their stories. * - 

I find advertising in .the newspap^- ^ - . 

to be af .little value and irritating . . 20 ^ 

I think the people who run t^^e daily \ndwspaper " ' ^ " 

are out of touch with the people of this community. ' ' 21 ' 

I would be willing; to pay more for newspapers 

if they had more items thats interested me. . . . : . ;.. , 22 ♦ 

I don't think I -get my money's worth from ^ ^ , 

the newspap6r„I read, .... " ' ' 9^ 

^ ^ : . ^ * \ V* : . ^ 

I prefer the comies and feature stories 

in the newspaper- to the regular news items. . / . 24 
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Table '8 Media Perception Statemients R^k^ng High and Low with '^5+ Year Olds 




Statement • ■ /v- ^ Rank 

^ 'a ^ ^_ 

'I think the newspaper I rejid does a good job 
of covering the news that I am interested in. .1 

I think newspapers adeqi^jitely serve the *neediB - / 

of the 'variodus minorities in this community. . , " . i . . ..2 

Local Advertisers have a great deal of* control / , ^ 
over what -is, and. what is not, reported orl television new? 3 " 

I think neWs magazines are too opiniobated. . „ 4 

L,ocal advertisers have* a great deal of control 

over what is, and what is not,' reported in the newspaper / . 5 



Newspapers often "cover up" stories ' ' - • 
which I believe should be reported*. • • . • *. , , . . . . . . . . 6 

\ . . [ . / /■ 

I would be willing to pay more for newspapers ^ 

if they had more items that interested me. . \ . . 19 

rtising in the newspa|>er ' 
to oT little y^lue and irritating. .... ; ^ ,20 

I would rather watch an entertaining program ^ 

on television than a i.ews program . 21 

I think television news is too brief and sketchy 22 

I don't think I^get my mobey's wo-rth 

from the newspiaper I read 23 

I prefer the comics and feature scorie^ 

in the newspaper to the regular news stqriea. . , 24 

/ ^ } . 
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. Table .9 - Rank of Madi? Content. Statements by Age Groups 

•• - , 19-24 25-34 35-44 45-54 55-64 65+ 

1. Consumer information (how to shop). ... 3 1 i 125 

• 2. Stories about local events. ....... 5 9 2 31 1 

, 3.* Advertisements about products or events ^ 

of special interest, 'to me. ........ . 1 4 3 g ^ ^ 

4. Stories about national events. ....... 12 5 6 2 3 2 

, 5. Stories about schools and education. ... 11 3 54 44 

6. How-to-dp-it articles 7 2 7 7 6 14 

7. Detailed background information 

on complex events. ............ 8 7 4 5 9 n 

8. Gard.ening infonntion. 15 iq 9 6 8 

?. Recipes and cboking hints . .10 13 iq , 9 iq 8 

10. Entertaining "feature" stories 6 -6 8 13 12 * iT 

11.. Photographs. 9 8 IL 11 18 19 

12. to ries about churches and religion 28 18 13 12 7 3 

13. Letters to the editor from readers 21 14 12 14 n 9 

14. Entertainment advertising (movies, etc). . , 2 11 20 18 .20 22 

15. Clothitig advertising I3 

16. Restaurant guides. . \ . . . . 14 15 ^4 ^5 21 20- 

17. EMitorials. ' oa 0/ 

• 26 24 17 10 14 12 

18. Stories about cajnping, picnicking, etc. ... 19 19 16 20 13 25 
.19. Advice columns (Ann Lajxders. etc.). .... 27 26 24- 16 16 10 

20. Grocery advertising. / . . . \^ 28 19 22 13 

21. Stories about clothing and fashions 17 20 29 21 19 17 

22. Political news. . ..... on 00 , <- or' \^ ' 

20 23 15 25 22 18. 

23. Movie reviews and schedules. 4 12 27 27 30 32 

24. Stories about: spectator sports. ...... 33 „ 30 19 22 17 21 

25. Classified advertising, . . 23 21 .21 24 26 30 

26. -Cbmics (funny papers). .22 ^ 27 22 28 25 23. 

, 27. Stories about participaTit sports (golf, et'c). 25 29. - 23 23 27 28 ° 

28. Crime news lo 00 

,Q ^ , . 18 22 31 ,31 31 26"'- 

ijy. Furniture and appliance advertising 24 28 26 • 29 29 24 

30. Stories about hunting and ■fishing. .' . . . .32 32, 25 26 24 29 

31. Automobile advertlstlTg.;. . . 29; 31 30 30^x28. 27 

.3i. Engagements, weddings arid Wiety". news. . 30 33 34 32 . 33 31 

,33. Stories- about alternative life styles. .34 25. 33 34 34' 34 

34. Stories about .clubs and organizations. . . ,31.^ 34 '32 33 32 33 

o • . * ' ' , : ' ■ - . . ■ - _ • 
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Table 10 Media Contfe|)t Statemnts Ranking High and Low with 19-24 Year Olds 

— . j l ■ — : ■ ; ' 

statement ^ i - ^ - Rank . • 



Advertisements about prpducts or events 

of special interest to me. . 1 

Entertainment Advertisitig (movies, etc.,) .2 

Cc^nsumer information (how to shop) 3 

Mdvie reviews arid schedutfes. . u , 

' T ••••••• • ^ 

Stories about local eveot.s ^ 5' 

Entertaining feature stories. . ^ . . . 6 

How'-to-^o-it articles , ^ . . . .7 

Detailed background information on complex events " . ' 8 

^ ' 

Photographs. . 9 • 

Recipes and cpoking hints. 10 

■ ' . - M 

Stories about .partic^pantv sports (golfc, etc.). ............ .25' 

Editorials . . . . . . . . . . ^ . . . . . ^ ^ ^ ^ ... 26 

Advice columns (Dear Abby, etc.). 27 

Storiea about churches and religion. ...... ^ 28 

Autfomobile advertising. t . . . 29 

Engagements, weddings, and "society" news ^ . . . 30° 

Stories about clubs and organizations. ; . \ .... . '31 

Stories about hunting and fishing. . . . , 32 

Stories about spectator sports' '33 

Stories about alternative life styles, . . . . ^.^ ... 34 



■. r- ■ ■ ■ r 



28 



ERIC 



Table 11 - Media Content Categories Ran king High and Low with 25-34 Year Olds 
Content Cateogry * 



' - Rank * > 

: — - — '■ — \ — ^, — ■ • i—^. ._ 

Consumer Information (how to shop) . . 1 

How-to-do-it articles. * . " . / 

* * * - • 2 

Stories about schools and education. .... .. . 3 

Advertisements about products ox events of Interest^ me. . . ... ,4 ; 

Stories .about national events. . ' / , 

Ent'erfaining "feature* stories. ...... /' 

***■**•• 6 



Detttiied background information on complt 



• • .25 



Lex events. ......... 7 

Photographs. ..... ^ 

* * V • • • • . . . ^ . . 8 ^ 

Stories about local events ^ ^ 

••••••• 9 

Gardening information. a ^ ■ ' ' " 

. ■ ' ■ .10 

Stories aboyt alternative life styl 

Advice columns (Dear Abby. etc ) "- * - 

*'"•••••••.... 26 " 'i. 

Comics (funny papers) • ' ( > 

' ' ' ' • • . .2.7 I 

>irniture and appliance advertising. . ^3 ' '/f^ 

-Stories about participant sporst (golf. etc.). . ; \ ^ 29 

Stories about spec'tator sports ■ 

# ' , "• • 30 ■ 

Automobile ^advertiaint ' ' 

* * * • • 31 ' , 

^ Stories about hunting and lilshinK. . ' ' 

* ; 6 . .32 

'Engagements, weddings and "society" news .: . ..... 33 

Stories about clubs and organizations; . . ' ' 

; . . ■ .f . ■ 

■ ' ■ ■ ^ V ' ' ' r . • 



ERIC. • V ■ 



■• ■ > 

Table 12 — Media Content Categories Ranking High and Low with 35-44 Year Olds 

Contient Category ' , *" • ^^^^ 

^ — ^! ^ - " ■ 

Consumer information (how to shop). 1 

V, ' 

Stories about local events. ..... 2 

Advertisements abq^t proiducts of interest to me. ...... ^ ...... .3 

Detailed l>ackground l^hformation on complex events. . . ... . . . . . . . .4 

^ Stories ^about schools and education. . . 5 

. Stories about national events. ........>..)... 5 

. How* to-ido-it articles. .......... \ .\ ,^ % 7 

Entertaining ''feature'* stories. ................... 3 

Gardeiilng information. ....... ^ . 9 " 

Recipes an4 cooking hints. % .................... 10 



0^1 



■ hunting and fishing. \ . 25 

Ft^rnitur^ an^^^^^^ ; . . ^ ^ ^ ^ - 26 

v;^lJd^ie,^4^^ . . . 27 

^lrooet|^^*ai^)(e«^i]Biii«. ^ . ^ ^ • 00 




. -4 



29 



• / v**Sk1???^^^ U^f.-tY*-- • ^^ • 30 



Crime /new^t I'fv/!^ . . ■■ -''^ ^ , 01 

Stories* about clubs and organizations. 1^ . . . .j. . . 32 

Stories about jsjlternative life styles.. * 33 

Engagements/ weddings and ''society'V news. . . . : . V . . . . . . . -34 
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.^Table 13 - Ked|a Content Categories Ranking High and 
CONTm CATBGdR|l 

Consumer infotttttition (how to shop). ' 

Stories about/,njational events. ..... i . . 

Stories about ^local events. . ^ 

Stories about: schools and education. 
detailed bptl^ground iti formation on complex events! 

Gardening information. \ ' 

How-to-dorit artiples. .... 
Entertaining "feature" 9tories, 
Rfeclpes and cooking hints . . 
Editorials. . . 



Political news. . . . ^ J / 

Stories abput hunting and fishing. . 

Mdvie reviews and schedules,. . . . . 

Comics .'funny papers) . ^ .... » 

Furntture and Appliance advertising. 
Aatqmptive advertising. ...... 

Crime news . ........ 

Engagements, weddings and "society" news, 
Stories about clubs and organizations; -. 
Stot^les about alternative life styles. 



Low with* 45-54 Year Olds 

Rank 

. 1 
.2 
. -3 

-4 
5 
6 
7 

. £P 
. 9 
,10' 



.25 

. 26 
27 
28 
29 
.30 
.31 
.32 
33 
34 



o 
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Table 14 fiedie ^ntent Cat;egorie8 Ranking High and Low nith 55-64 Year Olds 



Content Category , , . ' Rank 



, Stories about local events. • • 1 

Consumer information (how to si^p) . . . ^ • • 2 

Sbories rabout national eveitts. • • • •••••••••• 3 

S^tories about so^Qo Is and education. • ^. . • • 4 

Advertisements about products of interest to me. .. . 5 

How- to-do-it. articles. 6 

Stories about churches and religion. 7 

Gardening information i . .V ..... 8. 

Detailed background information , on complex issues. . . . 9 

Recipes and cooking hints. 10 

^ »■ 

Comics (funny papers) IT^ . .Lit, . . 25 

^ ^ \> . ; 

Classified ads. • . . . . .a^^ 26 
Series about participant sports (goXf, etc.). ... . . . . . . 27 

Automobile advertising. ............. - ; . . 28 

-Furniture and appliance advertising. . . . » . . ; ... 29 

Movie reviews and schedules. . . ; 30 

' . Crime news. . >viv • .31 

Stories about clubs ^and' organizations. ^ ....... 32 

Etigagements, weddings and "society** news. ....... ^ ..... 33 

Stories about alternative life styles. . ,-34 



Tuble p— Media Content Categories Ranking High and Low with Over 65 Year Olds 



Content Category j^^^^j^ 



,1 




• ' • . • 33 
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Stories abou^^local events. 
Stories ^about national* events. . 
Stories about -^.churches and religion. . . 

Stories about schools and education . . t . .T^. . . 4 

Conspmer information (how to shop). ; ,5 

Advertisements about products of interest to: me * 6 

Gardening Information. . / . . . . .* * j \ ^ 

Recipes and cddking hints 8 

Letters to the editor from readers. . . . ; . ^ . . .*. . . . . . . 4 9 

Advice columns (Dear Abby, etc.)."* ... f. ..... , .10 

V ^ , , ' ' - • • • , 

Stories about camping, picnicElng, etc. . . .......... \ ... .25 

Crime news. . : ; ^ ^ 26 

Automobile advertising. ....... I . 27 

stories about participant sporty*. ^ 

' Storied about hunting and fishing. . . . 1 '. .29 ^ 

Classified ads. ^ ^ " . 

Engagements, weddings and "society" news. ....... ...... 31 • 

J - , 

Movie reviews and schedules . . . . ' 32 

Stories about' clubs and organizations . . ^ . . 33 

Stories abiput alternative life slMftftA^ > 





